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Unisys  Europe  Africa  (Unisys)  operates 
subsidiaries  in  14  European  countries  and  does 
business  in  some  35  countries  in  the  Eastern 
Mediterranean,  the  Middle  East,  Africa,  and 
Central  and  Eastern  Europe  through 
distributors,  agents  and  joint  ventures.  Unisys' 
1991  revenues  amounted  to  some  $2.5  billion, 
with  software  and  services  contributing  around 
55%  of  the  total.  Within  the  software  and 
services  revenues,  customer  service  contributed 
$750  million  and  professional  services  $250 
million,  with  the  balance  coming  from  software 
products,  turnkey  systems  and  the  Complex 
Systems  Organisation,  a  pan -European  resource 
group  that  tackles  large  systems  integration 
projects  within  multivendor  environments. 

Exhibit  1  on  the  following  page  shows  the 
current  Unisys  organisation  chart  for  Europe 
Aftica. 

The  parent  Unisys  Corporation,  formed  from 
the  merging  of  Burroughs  and  Sperry  Univac  to 
make  the  world's  sixth  largest  computer 
systems  vendor,  has  suffered  four  years  of 
virtually  flat  revenues  and  two  years  of 
substantial  losses.  Drastic  restructuring 
returned  it  to  profitability  in  the  fourth  quarter 
of  1991 ,  but  with  the  loss  of  20%  of  its 
workforce,  which  is  now  some  60,000 
worldwide. 


Positioning 

Unisys  positions  itself  as  a  worldwide 
manufacturer  and  distributor  of  computer-based 
networked  information  solutions  including 
systems,  software  and  related  services.  It 
specialises  in  providing  mission-critical 
solutions,  based  on  open  information  networks, 
for  organisations  that  operate  in  transaction- 
intensive  environments,  such  as  banks, 
insurance  companies,  airlines,  telephone 
companies,  government  agencies  and  other 
commercial  enterprises  with  high-volume 
distribution  activities.  Its  product  range  spans 
from  mainframes  to  workstations,  linked  by  a 
high  level  of  interoperability,  and  its  approach 
to  the  market  is  vertically  oriented. 

Unisys  Europe  Africa  has  adopted  a  strongly 
branded  approach  to  marketing  its  services 
under  the  Totality  banner,  with  the  tag  line 
'Comprehensive  Service  to  Make  IT  More 
Effective'.  Services  are  principally  focused 
upon  Unisys'  customer  and  prospect  base,  and 
are  spread  between  the  customer  service  and 
professional  services  functions. 


e  1993  by  INPUT.  Reproduction  prohibited. 


EAD  Executive 
Europe — Africa  Division 


G.G.  Murphy 
President 

Europe — Africa  Division 


S.  Morris 
Secretary 

R.J.  Nuthall 

Vice  President 
Marketing  Programs 


P.  Wilcox 
Vice  President 
Customer  Sen/ices 


J.J.J.  Van  Vuuren 
Vice  President  and 
Group  General 
Manager 


M.S.  Carlisle 
Vice  President 
Human  Resources 


F.  Kaalen 
Vice  President 
Marketing  Operations 


V.  Sensing 
General  Counsel 


L.  Murphy 

K.  Devaney 
Vice  President 

Vice  President 
Finance 

Professional  Services 

and  Software 

Source:  INPUT 


^a^^im^mama^^m  research  bulletin 


Future  Directions 

Unisys'  stated  objectives  are  to  be  a  solutions 
company,  applying  information  technology 
skills  to  solve  information  management 
problems: 

•  To  focus  on  dynamic  technologies  for 
information  intensive  industries  within  an 
open  systems  environment. 

•  To  build  partnerships  with  organisations  with 
specific  skills  such  as  business  level 
consulting  or  chip  technologies. 

•  To  go  on  increasing  levels  of  quality  and 
customer  satisfaction. 

It  intends  to  continue  operating  in  its  well 
established  vertical-market  sectors,  rather  than 
seeking  to  increase  its  appeal  across  the  board. 
To  date,  Unisys  has  built  up  its  service  portfolio 
by  increasing  the  number  of  service  lines  it 
offers;  the  aim  now  is  to  increase  the  depth  of 
its  expertise  and  resources. 

Unisys  believes  that  its  principal  services 
opportunities  are  in  outsourcing  and  systems 
integration.  A  business  consulting  capability  is 
considered  necessary  to  support  its  services 
objectives,  and  alliances  such  as  those  recently 
annoimced  with  KPMG  Peat  Marwick  and 
Coopers  &  Lybrand  are  designed  to  address  any 
customer-perceived  weakness  in  this  area. 

Strengths  and  Weaknesses 

Unisys  sees  its  strengths  as: 

•  The  breadth  of  its  service  offering 

•  Its  track  record  in  niche  markets  and  complex 
systems  integration 

•  Its  worldwide  presence  that  is  vital  to  its 
customer  base  in,  for  example,  international 
finance  or  the  airlines. 


It  aims  to  be  viewed  as  a  stable,  broad-based 
information  systems  partner  for  the  future 

Weaknesses  are  perceived  to  be: 

•  The  difficulty  of  shedding  its  image  as  an 
equipment  rather  than  solutions  vendor 

•  The  time  and  effort  involved  in  training  its 
salesforce  to  sell  solutions  and  services  rather 
than  products 

In  this  context,  the  Totality  marketing 
programme  is  as  much  internally  as  externally 
targetted. 

The  high  level  of  technical  interoperability 
between  its  systems  is  regarded  as  a  strength, 
but  more  effort  is  needed  to  ensure  that 
customers  understand  the  benefits  derived  from 
this.  .     -  : 

The  following  services  are  provided:  ' 

•  Delivered  through  customer  services: 

-  A  La  Carte  -  Systems  support 

-  A  La  Carte  Open  -  Multivendor  support 

-  Integra  -  Environmental  services 

-  Supply  Plus  -  Consumables  '  . 

-  Connect  -  Networking  services 

-  Installation  service 

-  Sitestream  -  Multisite  installation  and 
management 

-  Disaster  Recovery 
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Delivered  through  professional  services: 

-  Information  systems  consultancy 

-  Enterprise  -  IT  planning 

-  Education 

-  AppHcation  solutions 

-  Systems  integration  services  through 
Complex  Systems  Organisation 

-  Project  management 

-  Ambassador  -  Software  support 

-  Availability  -  Performance  monitoring  and 
enhancement 

-  Documentation  services 

-  Bureau  services 


-  Outsourcing  ,  ^ 

-  Unisys  Direct  -  User  catalogue 

Considerable  energy  has  been  devoted  to 
internal  training  programmes  designed  to  create 
awareness  of  the  services  marketplace, 
inculcate  a  service  culture  and  familiarise  all 
staff  with  the  Totality  portfolio. 

Pricing 

Service  modules  from,  for  example,  the  A  La 
Carte  systems  support  programme  are  supplied 
on  a  fixed  price  basis,  but  project  activities  are 
priced  on  a  fixed  price  per  assignment,  and  time 
and  materials  bases.  Discounts  are  given  based 
on  volumes  and  contract  duration. 

Organisation 

As  described  above,  the  Unisys  organisation 
chart  (see  Exhibit  1)  has  customer  service  and 


professional  services  divisions  within  the 
Europe  Africa  Division  and  at  a  operating 
country  level.  Each  is  responsible  for 
delivering  services  that  reflect  its  distinct  skills. 
All  services  are  jointly  marketed  through  the 
vertically  oriented  Ime  of  business  sales  teams. 

In  1993,  a  new  horizontally  oriented  matrix  will 
be  introduced  to  improve  the  application  of 
specialist  support  consultants  for  customer 
problems  at  the  products  and  service  levels. 
The  impact  of  this  extra  layer  on  the  sales  force 
involves  a  split  into  special  selling 
organisations  (SSOs). 

Resourcing 

Though  strong  emphasis  is  placed  upon 
retraining  the  skills  of  the  customer  and 
professional  service  teams,  some  recruitment 
and/or  subcontracting  takes  place  to  acquire 
key  skills.  Parmering  figures  strongly  in 
Unisys'  service  strategy,  but  acquisition  does 
not. 

Competitive  Positioning 

Unisys'  principal  competition  comes  from  other 
equipment  vendors  and  the  professional 
services  vendors.  Competition  from  the 
independent  maintenance  companies  is 
acknowledged  at  the  lower  end  of  the 
outsourcing  market. 

Unisys  feels  that  its  large  proprietary  systems 
base  is  secure  because  of  its  continued  focus  on 
high  transaction  systems,  but  feels  more 
exposed  to  competition  in  the  mid-range. 

Competitive  differentiation  is  based  upon  clear 
targetting  by  vertical  sector  and  individual 
customer,  and  upon  clear  exposition  of  its 
service  capability  through  the  Totality 
programme,  which  will  be  important  in 
changing  customer  perceptions. 
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Unisys's  View  on  the  Marketplace 

Unisys'  increasing  penetration  of  networked 
and  open  systems  enlarges  the  market  in  which 
it  operates  because  Unisys  is  developing  a  more 
genuinely  multivendor  stance.  Therefore,  it  has 
the  opportunity  to  increase  its  share  of  the  IT 
spend  of  its  customers  and  enlarge  its  prospect 
base. 

Technology  developments  such  as  storage  and 
image  technologies,  client  server  computing, 
and  object-oriented  techniques  in  relation  to 
network  management  will  all  impact  Unisys' 
business  and  create  opportunities  for  new 
product  and  service  lines. 

INPUT'S  Assessment 

Unisys  has  devoted  considerable  energies  to 
defme  and  brand  its  service  offerings  by  using 
the  Totality  name  to  emphasise  breadth  and 
integration.  Some  uncertainty  remains  in  how 
well-researched  the  demand  for  tliese  services 
is  in  its  customer  and  prospect  base. 

There  is  also  a  risk  with  a  large  portfolio  of 
branded  services,  that  a  salesforce  will  attempt 
to  use  a  'catalogue'  approach  to  service  selling, 
rather  than  the  consultative  approach  favoured 
by  the  professional  services  suppliers.  - 

The  continuing  distinction  between  the 
infrastructure  related  services  provided  by  the 
customer  service  divisions  and  the  software  and 
applications  services  provided  by  professional 
services  is  a  strength  and  a  potential  weakness. 
It  is  a  strength  because  both  will  want  to 
increase  their  revenues,  and  a  weakness  if  it 
prevents  service  integration. 


Unisys  appears  to  be  overcoming  a  number  of 
obstacles  to  progress  including  the  disparate 
product  lines  inherited  from  the  Burroughs/ 
Univac  merger,  and  stagnation  or  decline  in  key 
markets  such  as  financial  services,  the  airlines 
and  defence.  It  has  a  clear  strategy  for  the 
future,  but  must  get  its  selling  right  if  it  is  going 
to  prosper  in  the  services  sector. 

Company  Information 

Unisys  Europe  Africa  Limited 


European  Headquarters 
Bakers  Court 
Bakers  Road 
Uxbridge 

Middlesex  UB8  IRG 
United  Kingdom 

Tel:  +44  895  237137 
Fax:    +44  895  270355 


This  Research  Bulletin  is  an  excerpt  from  a  full  reseairh  report  issued  as  part  of  INPUT'S 
Customer  Services  Programme — Europe.  If  you  have  questions  or  comments  on  this  bulletin  or  wish  to  purchase  the  report, 
please  contact  Peter  Lines  at  INPUT,  17  Hill  Street,  London  WIX  7FB,  England. 
Tel.  (071)  493  9335,  Fax  (071)  629  0179 
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mm  About  INPUT  

Since  1974,  information  technology  (IT)  users  and  vendors  throughout  the  world  have  relied  on 
INPUT  for  data,  objective  analysis  and  insightful  opinions  to  support  their  plans,  market  assessments 
and  technology  directions,  particularly  in  computer  software  and  services.  Clients  make  informed 
decisions  more  quickly  and  save  on  the  cost  of  internal  research  by  using  INPUT'S  services. 

Call  us  today  to  learn  how  your  company  can  use  INPUT'S  knowledge  and  experience  to  grow  and 
profit  in  the  revolutionary  IT  world  of  the  1990s. 

^m  Annual  Subscription  Programmes  —  


European  and  North  American  Market  Analysis  Programmes 

Analysis  of  Information  Services,  Software  and  Systems  Maintenance  Markets 
5-year  Forecasts,  Competitive  and  Trend  Analysis 
15  Vertical  Markets      •  9  Categories  of  Software  and  Services     •  7  Cross-Industry  Markets 

•  The  Worldwide  Market  (30  countries) 

 U.S.  Focused  Programmes  


European  Focused  Programmes 

•  Outsourcing  (vendor  and  user) 

•  Downsizing  (vendor  and  user) 

•  Systems  Integration 

•  Corporate  Networks 

•  Customer  Services 


Custom  Consulting 


•  Outsourcing  (vendor  and  user) 

•  Downsizing  (vendor  and  user) 

•  Systems  Integration 

•  EDI  and  Electronic  Commerce 

•  IT  Vendor  Analysis 

•  U.S.  Federal  Government  IT  Procurements 


Many  vendors  leverage  INPUT'S  proprietary  data  and  industry  knowledge  by  contracting  for 
custom  consulting  projects  to  address  questions  about  their  specific  market  strategies,  new  product/ 
service  ideas,  customer  satisfaction  levels,  competitive  positions  and  merger/acquisition  options. 

INPUT  advises  users  on  a  variety  of  IT  planning  and  implementation  issues.  Clients  retain  INPUT 
to  assess  the  effectiveness  of  outsourcing  their  IT  operations,  assist  in  the  vendor  selection  process 
and  in  contract  negotiation/implementation.  INPUT  has  also  evaluated  users'  plans  for  systems  and 
applications  downsizing. 

Wm  INPUT  Worldwide  


London  —  17  Hill  Street 
London  WIX  7FB,  England 
Tel.  +71  493-9335  Fax  +71  629-0179 

Paris  —  24,  avenue  du  Recteur  Poincare 

75016  Paris,  France 
Tel.  +1  46  47  65  65  Fax  +1  46  47  69  50 

Frankfurt  —  Sudetenstrasse  9 
W-6306  Langgons-Niederkleen,  Germany 
Tel.  +  6447-7229  Fax  +6447-7327 


San  Francisco  —  1280  Villa  Street 
Mountain  View,  CA  94041-1194 
Tel.  (415)  961-3300  Fax  (415)  961-3966 

New  York  —  400  Frank  W.  Burr  Blvd. 

Teaneck,  NJ  07666 
Tel.  (201)  801-0050  Fax  (201)  801-0441 

Washington,  D.C.  —  1953  Gallows  Rd.,  Ste.  560 
Vienna,  V A  22182 
Tel.  (703)  847-6870  Fax  (703)  847-6872 


Tokyo  —  Saida  Building,  4-6 
Kanda  Sakuma-cho,  Chiyoda-ku,  Tokyo  101,  Japan 
Tel. +3  3864-0531  Fax +3  3864-41 14 
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